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es cerfain responsibilities for reenlistment advertising and publicity in
rmy Reenlistment Program from the Director of Military Personnel

Management, ODCSNER to Commander, United States Army Recruiting Command. Local
limited supplementation of this regulation is permitted but is not required. If supplements

are issued, Army staff ag
HQDA (DAPEMPE-ER) WARH DC 20310.
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1. Purpose. This regulation assigns responsilyli- -

ties, outlines objectives, and states policies for the
US Army’s recruiting and reenlistment advertis
ing and publicity program.
2. Objectives. a. A well planned, fully coordi-
nated advertising and publicity program is essen-
tial if the Army is to accomplish its rvecruiting
and reenlistment mission. Such a program -
hances the Army’s image, creates a favorable cli-
mate of public opinion, stimuliates the interest of
qualified personnel in an Army carveer, and pro-
vides the support needed by field rvecruiters and
carecer counselors to supplement their personal
contacts. As a part of the program, significant
facts about the Army’s carcer opportunitics are
furnished to selected individuals and groups.
b. Specific objectives of the program are—
(1) To support the recrniting effort to in-
crease the enlistment of high school graduates,
both ‘men and women, in the US Army, Ly em-
phasizing the opportunitics open to them for tech-
nical training and advancemcat in the Army.
(2) To influence qualified professional per-
sonnel to volunteer for the Army Medieal
Department as doctors, dentists, nurses, and allied
medical specialists, Ly highlighting the oppor-
tunities for valuable training and a rewarding
career.

*This regulation supersedes AR 601-208, 16 January 1973.
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(3) "T'o publicize the opportunities for college

students and graduates, both men and women, to

become TS Army officers.

(4) Encourage the maximum number of
righty qualified personnel who have been trained
critical occupations and those who have demon-
sthted proficiency and military leadership to

ctor of Military Personnel Manage-
ment, ODCSPER—

(1) Provides Cdr, USAREC annual guid-
ance for the formplation of the advertising and
publicity plan foreach fiseal vear.

{2) Reviews and approveg the annual ad-
vertising and publieit$plan.

(3) Monitors the phpgram by reviewing, on
s and publicity items
ng quarter,

produced for the forthem
¢. The Commander, T
Command-—
(1) Develops, budgets, and Bgntracts through
appropriate procurement chamielsifor all national

Army  Recruiting



EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS

EppsS


AR 601-208

publicity and advertising to be used for recruit-
ing/reenlisting—

== (a) Non-prior-service personnel.

—"_.—’ .

= (b} Active duty personnel.

= {¢) Priov-service personnel.

=% {d) Personnel for assignment to Warrant

==0 Oflicer Flight Training.

= {e) Personuel to attend Oflicer Candidate
=0 chool

=Q° :

=o (f) WAC officer perzonnel.

—— iy v .

= (¢) WAC enhisted personnel.

- T A

= (&) Army Nurse Corps personnel.

(#) Judge Advocate General Corps per-
sonnel.
{7} Surgeon General’'s Office personnel.

(2) Submits a personnel proenrement adver-
tising and publicity plan to HQDA (DAPE-
MPE-ER) WASH DC 20310, for approval, at
least 90 days prior to the beginning of the fiscai
year.
4. Policies. Commanders and local recruiters
must establish and maintain close liaison and
favorable rapport with officials and eitizens of
their local communities. However, good judgment
and prudence must be exercised to avoid adverse
criticism upon the recruiting and reenlistment
mission and the Arny's image. Accordingly, in
addition to the general policies expressed in AR
360-5 regarding participation of Army personnel
and agencies in commercial advertising activities,
the following policies are prescribed concerning
publicity efforts: :

@. High school students will be encouraged to
remain in school, graduate, and attend college.
They will be contacted in high schools only
through established school channels and in the
presence of advisers or counselors, This docs not
preclude the direct mail approach to individual
seriior students, provided the material used main-
tains the “stay in high school” theme.

b. Qualified speakers, slide presentations, dis-
plays and exhibits, and appropriate publicity
materials will be made available to counselors,
teachers, and civie elub leaders to assist them in
presenting information on the military service
programs.

¢. There will be no direct recrniting hy person-
nel attending educational conventions.

d. Solicitation of funds from local merchants
for the purpose of advertizing for the recruiting

2

sorvice is prohibited. If 2 business firm or indi-
viduat accedes to providing space or time in any
advertising medinm and pays the publisher, broad-
caster, or advertising agency direct, this consti-
tutes sponsored advertising and is permissible.
Reerniting advertising which expresses or implies
approval or indorsenent by the Army of a par-
ticular product is prohibited.

¢. Cooperation may be given to wotion picture
firms which show films that tend generally to
support the recruiting effort. Arrangements may
be made fo place display material in the lobbics
of exhibifing theaters and for attendance by mili-
tary personnel who present an outstanding ap-
pearance and are capable of explaining exhibits
to the general public.

f- Gifts, mementos, or souvenirs of more than
slight monetuary value, from whuatever souree, will
not be used in the recruiting or enlistnent effort.
(In connection with offers of gifts to individuals
or organizations within the US Army Recruiting
Command, for whatever purpose. see AR 1100,
AR 1-101, and para 1-8, AR 600-30.)

g. Army facilities or services should not be used
in competition’ with either national or local busi-
ness firms offering similar facilities or services for
remuneration {c.g., furnishing public address or
lighting systeins  in  competition with local
suppliers.)

k. Comparisons of military versus civilian pay
will not be made in publicity material or advertis-
ing directed to the general publie.

¢ Projects must be of greater benefit to the
Army than to the contributor of time, space, or
talent. Further, it must be clearly understood and,
if necessary, specifically stated in writing that the
project «does not constitute indorsement by the
Arnmy of any commercial firm or product.

4. Every display and exhibit produced through-

out the command should be easily recognized as a
recruiting product,
5. National advertising and publicity, The
national recruiting and reenlistinent advertising
and publicity program will use all available media,
as appropriate, to recompligh its objectives. These
media include television, radio. magazines, wire
services, newspaper feature syndicates, posters and
billboards, booklets and pamphlets, motion pic-
tures, and disptays and exhibits, both indoor and
outdoor,
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a. Purchase of space or time on all media is
authorized with the exception of radio and tele-
vision. Purchase of Lroadeast time is prohibited
without specific written DA authorization.

b. Recruiting newsclips, written and film spot
announcements, and slides will be furnished to
television stations. Written and recorded spot an-
nouncements, news stories, beeper reports, re-
corded musical programs, and special promotional
albums will be distributed to radie stations as
appropriate.

¢. Placement of print advertising in maguzines
and newspapers nornully will be accomplished
through the services of the contract advertising
agency or through other appropriate channels.

d. Advertising and promotional type signs, In-
cluding recruiting signs, ave prohibited if they
detract from the beauty or general appearance of

AR 601-208

rural and residential areas, Further, they will be
erected on roads and highways only with the per-
mission and cooperation of the responsible Fed-
eral, State, and Tocal anthorities.

e. A-frame signs placed on sidewalks and in ov

near Federat and commercial buildings may con-
tinue to be placed in such locations in accordance
with traditional recruiting practices if approved
by local elvil authorities.
6. Distribution. The Cdr, USAREC will estab-
lish a system providing for centralized, automatic
distribution of recruiting and reenlistment adver-
tising and publicity materials to include distzibu-
tion to USARATL, USARSO, and USARPAC of
items appropriate to recruiting and reenlistment
programs within those commands. Distribution of
reenlistment publicity materials will include
USAREUR.

The proponent agency of this regulation is the Office of the Depuily Chief
of Staff for Personnel. Users are invited to send comments and suggested
improvements on DA Form 2028 {Recommended Changes to Publications)
direct to HQDA (DAPE-MPE--ER} WASH DC 20310.

By Order of the Secretary of the Army:

Official :
VERNE L. BOWERS
Major General, United States Army
The Adjutant General

DISTRIBUTION:

CREIGHTON W. ABRAMS
General, United States Army
Chief of Staff

Active Army, ARNG, USAR: To be distributed in accordance with DA Form 12-2A require-
ments for AR, Personnel Procurement—B (Qty Ry Block No. 388).

WASHINGTON, D.C. 20310

TAGO 535A

U.5, GOVERHMENT FRINTING OFFICE: 1973


EppsS

EppsS

EppsS

EppsS

EppsS


4866901000

(ARRRARRAN

AHYHEIT NOSYINId


EppsS

EppsS


	RECRUITING/REENLISTMENT PUBLICITY PROGRAM 
	Purpose.
	Objectives.
	Responsibilities.
	Policies.
	National advertising and publicity.
	Distribution.




